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Introduction
InordertodeterminewhetherfemaleJapaneseundergraduate・sfeministawarenessisin
linewithuniversalmodernization,individualizationandthefeministwaves,andtheeffectof
astudyabroadexperience;thispapergatheredprimarydataofstudentcommentsonfive
imagesfrom stockimagesandsocialmedia.However,onlyoneimage,whichrelatestosocial
mediawasfocusedoninthispaper.Overal,thissmalpilotstudywasinformedbyseveral
researchareas.Intheliteraturereview,thesearecoveredinthefolowingorder.Atfirst,the
natureofstudyabroad,genderandindividualizationtrendswilbecovered.Thisisfolowedby
acloserinvestigationinlightofmodernizationinregionalAsiantrendsandJapantrendsin
genderandindividualizationdevelopment.Withthelatteralsobeingtiedtoinstitutionalchange
andmorepurchasingpower.Thisisthenparaleledwithabriefoutlineofthesecondandthird
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Abstract
Thisshortpaperoutlinesselectedresearchresultsfrom asmalpilotstudywhichsought
toascertain,viathediscourseofimages,thechangeinfeministawarenessofJapanesefemale
undergraduatestudentsduetoastudyabroadexperience.Commentsbytheexperimental
groupwhowasexposedtoBostonandthecontrolgroupontheTokyocampusononeof
thoseimagesagenderedAmericanshirtadvertisementwithasocialmediacampaignhashtag
wereanalyzedasprimarydata.Inthissmalpilotstudy,thestudyabroadexperienceofthe
experimentalgroups・commentscouldnotdemonstrateasignificantshiftinfeministawareness.
Rather,oncomparisontheexperimentalgroupshowedaslightindicationtowardsconceptsof
thethirdwavefeminism thanthecontrolgroup.However,bothgroupsdisplayedasimilar
lackofpoliticization,anothertenantofthirdwavers.Inbothgroups,theimagewasviewed
foritsliteralityasanadvertisement;moreover,veryfew commentsreferredtothepolitical
aspectofthesocialmediacampaign#NotBuyingIt.Depoliticizationisconsistentwiththethird
waveoffeministthought.Although,theremaybesomeculturalconventionsspecifictoAsia
whichconfoundpureexemplificationofEuropeanandWesternmodernizationandfeminism of
thethirdwavemovement,coupledwiththeinstitutionalizationofJapaneseindividualization.
FurtherinvestigationwithalargersamplesizeisanticipatedtorevealthatJapanesefemale
undergraduatestudentsexhibituniversalthirdwaveanddepoliticizednorms.
Keywords:Japan,pilotstudy,studyabroad,stockimage,feministawareness,thethirdwave,
socialmedia,#NotBuyingIt,depoliticization
wavetheoriesoffeminism asisalsoconsidereduniversalintermsofthemodernizationof
women.Socialandtraditionalmediaarealsocovered,andthenatureofaudienceandusersare
detailedrespectively.Inaddition,abriefoutlineintowhatstockimagescanimplyforfeminism
isaddressed.Aftertheliteraturereview,themethodologyofthepilotstudyisoutlined.The
findingsofthepilotstudyarethenpresented,andbasedonadiscussionoftheresults,thefinal
conclusionismade.Thispaperanalyzesprimaryandsecondaryresearchinrelationtofemale
undergraduatestudentsinJapanandsuggeststheyfalintothethirdwaveoffeminism which
issynonymouswithuniversaltrends.Theissuethispaperraisesistheconcernwiththethird
wavemovement・slackofpoliticalinterestinthewaywomenarerepresentedandconsumedinthe
mediaasfashionableandsexy.Theauthorsaim merelytogiveasnapshotofthenatureof
awarenessoffeminism amongfemaleundergraduateuniversitystudentsinJapan.
1.Literaturereview
1.1 Studyabroad:Genderdevelopment
InJapan,Yonezawaetal.(2009)statesthatasalientdimensionforprivateuniversities
istoofferdomesticstudentstheopportunitytolearninaninternationalatmosphereand
societyfortheexperience,knowledge,deeperunderstandingandforeignlanguagestudy.In
termsofthestudyabroadexperience,Jessup-Anger(2008)citesstudiesbyDavis,2002;
Erikson,1968;Jones,1997;Jones&McEwen,2000;Josselson,1987,1996;McEwen,1996who
concurthattheidentity formation ofundergraduatestudentsduring thisperiodoften
coincideswiththeiradolescence.Heisquotedasfolows:
・Notonlydoesstudyabroadservetoenhancestudents・understandingofothercultures,itmay
beinfluentialtotheformationofself.Understandinghow studyabroadparticipantsinterpret
theircross-culturalexperiencescanprovidevaluableinformationtoanyoneinterestedinfostering
thedevelopmentofstudents・identitiesandtheirunderstandingofdifference(Jessup-Anger,2008:
360).・
Regardinggender,Jessup-Anger(2008)believesthatpriortostudents・studyabroad
theymayonlyhavetheunderstandingofitfrom theirownhomeculture.Thatis,an
understandingoffeminineandmasculinequalitieswhichareculturalyassignedtoone・s
biologicalsexfrom birthandwhichremainunchalenged.However,whenstudentsstudy
abroad,Grewal& Kaplan(2002)(citedbyJessup-Anger,2008)arguethatabroadenedview
manifestsandlessresistant,eithersubtleordistinctfeeling,towardsgenderlimitsconcerning
howitisassignedanddefinedcanoccur.
1.2 Asiansocieties:Gender,individualization& culture
Kim (2014)putsforwardthatononehand,AsiansocietysimilarlyreflectsaWestern/
Europeanmodernizationprocessinthebreakawayfrom moretraditionalydefinedgender
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roles.Thatis,youngwomenarefreertopursuealifeoftheirown,aremobile,havework
andcareeraspirations.Asaresult,theyhavemoreeconomicpower,independence,andthe
freedom toseekself-fulfilment.Moreover,thosewomenwhospeakEnglishcanaspiretoor
participateintransnationalculture(Kim,2014).Yet,duetogenderedmarketlaborinequity
presentinsomeAsiannations,suchasKoreaorJapan,Kim (2014)positsthatparticipation
islimited,marginalizingwomen・ssocioeconomicposition.Thiscanbefurthersupportedby
the2014GlobalGenderGapreport・scategory,EconomicParticipation,wherethedeveloped
Asiannations,aforementioned,stil lagbehindtheirEuropeanandWesterncounterparts
(WEF,2014).Kim (2014)explainsthisdifferentiatesonewayinwhichtheindividualizing
trends in the Asian region differ from the West and Europe. Since extensive
individualizationisnotconsideredattheheartofthesocialyconstructednormsofAsian
culture;rather,familyisprioritizedasthebasicunitofsocialreproduction.
1.2.1 Japaneseindividualism:Institutionalchange
InthecaseofJapan,Matsutani(2012)statesthatinstitutionalchangesinpolicytothe
Japaneseeducationsystem werekeycontributorstoJapaneseindividualism.Inparticular,
Matsutani(2012)highlightedthatin1985theJapanesegovernmentintroducedapolicy
caledkoseijyushinogensokuwhichsoughttoaccountforindividuality.Moreover,from1992it
wasnolongermandatoryforschooltobeheldonSaturday.Thiswasfurtherreinforcedin
2002whentheJapaneseeducationalphilosophyofyutoriwasinitiated;whichinpartmeans
divestingfrom educationthatprioritizestheneedtocram.Suchpolicychanges,asstatedby
Matsutani(2012),gavetheadolescentyouthofJapanmoreindividualtime.
Indoingso,femalehighschoolstudentshadmorefreetimetoexploretheirindividualization
throughtheconsumptionofproducts.Plus,theywerefinancedindependently,attributedto
parttimejobsatfastfoodoutletsorfamilyrestaurantsandetcetera(Matsutani,2012;
Yamane,1991).Withthispurchasingpowertheyboughtconsumablestargetedtothefemale
market.Inparticular:fashionabledrinks,suchasPikoeandKissoura;gimmickyfortune
sweets,suchasKoalanomarch(therewasthebeliefamongfemalestudentsthathappiness
wouldensueifyoufoundakoalabearwitheyebrowsinthepack);puri-kura,anadvanced
instantsnapshotphoto vending booth with colorfulphoto editing tools;and,group
communication wasfacilitated through pokeberu,apagersystem and personalhandy/
celularphones(Matsutani,2012:7071).
Therefore,duetomoretimeandmoney,magazinesandcosmeticsalsobecamekeyto
youngfemales・lives.Asaresult,Nishi(2011)documentsthetrendofchangingappearances
throughmakeup,asdisseminatedbymagazinesandfriendswhowerereadersofthese,and
largelyconsideredawayinwhichtheycouldbecomemoreconfident,aswelasmaximize
theirfemininecharm (Nishi,2011).Onenotabletrendwasthe・ThreeSacredTreasures・of:
1)falseeyelashes,2)coloredcontactlensesand,3)eyelidwideningstickers;whichcombined,
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madeeyesappeardoublethesize(Nishi,2011:143).
ItisfurtherpositedbyMatsutani(2012)thattheaforementionedtrends,aproductof
institutionalchange,andwhatwasseenasfeminine,aresynchronouswithJapanesefemale
fashiontimeperiodsreferredtoinbriefinTable1.Thiscombinationservedtocontinueto
strengthenaburgeoningconsumerbaseandtoreinforcetheirindividualism.
1.3 Secondandthirdwavefeminism:Femininity& politicization
Oneaspectthatthesecondandthirdwavesoffeminism differistheapproachtowards
femalefemininityandthelevelofpoliticizationwithinthewave.Intermsofthesecond
wave,Schippers& Sapp(2012)outlinethatfemininitywasperceivedtobeasaresultofa
dominantpatriarchalsocialmodelwhichembodiedsubordinationorwasembodiedbyaset
ofpracticesimposedonfemalesbymales.Thesecondwaversputforwardthatiffemininity
ischaracterizedbyamaledefinition,itcannotbeliberating.Therefore,theonlychoiceisto
rejectandovercometheestablishedframeworkswhichreinforcethis(Schippers& Sapp,
2012).Thus,thesecondwavecriticizesfemininityandrejectstheaforementionedembodiment
and/orseeksthesocialchangerequiredtodoso.Inshort,thesecondwaveisapoliticized
struggleagainstestablishednorms.
Bycontrast,thethirdwaveconsidersthatfemininityisassumedtobedefinedbya
socialorculturalsetofidealsofwhatwomenshouldbeandisembodiedasasurface
performance(Schippers&Sapp,2012).Assuch,itisnotimposedonthethirdwaversbecause
theyaresubordinate,ratheritisavailabletoalandfemininitycanalsobeembodiedbyal
(Schippers& Sapp,2012).Inthisway,itisconsideredasnotreiteratingahegemonof
femininity which makesmen feelinferior,noronethatperpetuatesgenderinequality.
Instead,thethirdwaveseekspowerbyundermininghegemonyandhierarchiesthrough
beingsubversivetomaledominanceandgenderinequalitythroughoutwardexpressionsof
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Table1.Japanesetimelineoffemininefashiontrendperiods(adaptedfrom Matsutani,2012)
Trendperiod& description:
1.1980s1990s:BodyConscious(198794)
Womenintheir20・sdesiredtoshowtheirbodylinesoffbywearingshort&tightfitteddresses
2.1990s2000s:a)Ko-Gal19902000;b)YamambaGirls(19982000)& c)Goth-Lori(19982008)
a)Ko-Gal:Representedbylong,lightbrownhair,shortskirts&loosesocks,resemblingtheones
baletdancerswore
b)YamambaGirls:Longuntidyhair& uniquefacialmake-up
c)Goth-Lori:A combinationofgothic& Lolita-esquefashiontrends;appearedintermittently
3.1990s-present:Singers:NamieAmuro(1990);AyumiHamasaki(2000)
ThesesingersappearedontheTV,andgirlsdreamedtobecomelikethem
4.2006-present:a)Age-jomodels;b)Magazines(Forexample,JJ)
a)Age-jo:Girlswithheavymake-up
b)Magazines:Selwelusingamateur& ordinarygirlsasmodels
fashion.Thesedefinetheirindividualizedapproachtofemininity(Schippers& Sapp,2012).
ThoughMann& Huffman(2005)acknowledgethatthenew generationofthethird
waveoffeministsmayreceivecriticismfromthesecondwave;theypositthatthethirdwavers
areattemptingtobroadenfeminism withlessrestrictiveideas.Thisincludeswaysand
strategiesofreconceptualizingfeminism.Furthermore,thethirdwaveoffeministscelebrate
contradictionsthroughhybridityinordertoresistcategorizationandrevoltagainstthe
anti-feminineandanti-joyperceptionsofthesecondwave(Mann& Huffman2005).For
example,aGirlieFeministbelievesmaterialism isantiquated,whichthereforefacilitatesthe
wearingofpink,nailpolishandthecelebrationofprettyaspowerandfeminism asfun.
Mendes(2012)supports,addingthatthethirdwavemovementalowsforbeinganindividual
andalsobeingmodern,funandsexy.Takentotheextentthatbeingfemale,whileconsidered
equaltomen,hastheadvantageoffemininity(Mendes,2012).Insum,individualization
meansa・cando・attitudeprevailswherefemininityisflaunted,andthisisenhancedwith
thepurchaseofgoodsassignsofempowermentandachievement(Mendes,2012).
Conversely,Mann& Huffman(2005)citecriticism byBaumgardener& Richards(1997:
164165)thatthis・babefeminism・is・lightonissuesandheavyonvanity・.Mann&Huffman
(2005)citeanothercritic,Wurtzel(2000),whoclaimsthatone・sprettypowerandputting
forwardthesexualelementofgender,despiteitbeingforpopularconsumption,isnolonger
consideredtodrawcriticism ofbeingabimbo.Moreover,examplessuchasMadonnaarenot
objectified,ratherimagesofpositivesubjectification.Mann& Huffman(2005)furtherrefer
toKary(1999),whogoessofarastosaythatthethirdwaveencouragesusingwomen・s
bodypartsaspowertools.
AlthoughMann& Huffman(2005)statethatthethirdwaveispoliticalyregressive,
theyalsobelievethatthewayitchalengesthesecondwavehassomebenefittothefeminist
movement.Yetcontendthatthepoliticsofgendercannotbeignorediffeminism isgoing
tobetransformativeoftheindividualandsociety,asitneedstobe.Mendes(2012)agrees,
arguing thatthemassmediaandpopularculturecan refocuswomen・sattention from
politicaland economicpowerto purchasing and sexualpower.This・choice・ to look
beautiful,sexyorbetraditionalyfeminineisconsideredproblematicasitisdifficulttobe
bothfeminineobjectsandfeminineagents.Nonetheless,thethirdwavebelievesithasthis
right.Meanwhile,thepoliticalaspectisirrelevantorundiscussed(Mendes,2012).Mann&
Huffman(2005)citeBaumgardner& Richards(2000:166):・Withoutabodyofpolitics,the
nailpolishisrealygoingtowaste・(Mann& Huffman,2005).
1.4 Themediadiscourse:Itsinfluenceonfeminism & femininity
Media,irrespectiveifitistraditionalorcontemporary (thatissocial),influences
feminism andfemininityinthesamewayacrossthewavesoffeminism.Mendes・(2012)
research,whichinpartcoveredthetransitionfrom thesecondtothirdwaveoffeminism,
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examinedmediadiscourse,relatedtowomen,from2008to2012innewspapers.Overthistime
period,Mendes(2012)claimedthattherewasamarkedincreasein・softerstories・-categorized
asissueswhichinvolvefashion,leisureandpopularculture.Asfortraditionaloutletsof
media,thepassiveaudienceisarguedbyMeehan(2002:217)andcitedbyShepherd(2014)as
notonlymeasurablebyaudienceratingsbutalsocreatedasacommoditywhichreflects
certain genderedassumptions.Thepassiveaudienceiskey totraditionalmedia,which
enablesformarketsegmentation,suchasdemography,andfurthersegmentationaccording
togenderwhichShepherd(2014)claims,institutionalizessexism.Shepherd(2014)statesthat
theaudienceisagenderedcommodity,andthusaproductofexistinggenderedconstructions
whichisintegraltocapitalaccumulation.
Insocialmedia,theexplorationofpersonalnarrativesthatexemplifythethirdwave,
arecoupledwiththethirdwaversmedia-savvyusageoftheinternet,alsoconsideredavessel
toexpandtheirvoice(Mann&Huffman,2005).Inasimilarveintotraditionalmediahowever,
Shepherd(2014)positsthatsocialmediausers,despitethetermusers,notaudience,arealso
genderedcommodities.Sincewhenanaudienceisagenderedcommodity,userscanbetranslated
ormappedontosocialmediamediums.Eventhoughasenseofagencyexistsinusers,or
rather,activeinternetcontributors,Shepherd(2014)contends,inthesamewayanaudience
receivestraditionalmedia,thatistheyworkforthatmedium,theyalsoascribetogendered
patterns;asdoesthelaborofusers.Thisisduetothesimilarityandprevalenceoftheone
click on advertising model,common to platformsforsocialmedia and which can be
gendered.Furthermore,userssupply theirpersonalinformation asafunction oftheir
participation(Shepherd,2014).Althoughinherentlymorecomplexduetotheuserlabouras
anadditionallayer,clickingpowerisboughtandsoldbetweensitesandthereforeShepherd
(2014)concludesthattheviewingpowerofnewmediahasbecomecommodifiedinthesame
wayastraditionalmediaoutlets.
1.4.1 Stockmedia
AsMiler(2014)quotes,JonathanKlein,co-founderandchiefexecutiveofGettysays:
・Imageryhasbecomethecommunicationmedium ofthisgeneration,andthatrealymeans
how peopleareportrayedvisualyisgoingtohavemoreinfluenceonhow peopleareseen
andperceivedmorethananythingelse・.Theusageofstockphotographyforcommercial
purposesinadvertising,isthesameasstockimagesusedontheinternet.OfwhichGetty
Imagesisrenownedasa・giant・inthisindustry(Wikipedia,2014)andashasevolvedacross
mediums.In2014,GettyImagescolaboratedwithSherylSandberg・snon-profitorganization
forwomen・sempowerment,LeanIn,anddevelopedtheLeanInColection(GettyImages,
2014;Examiner,2014).Itfeaturesmorethan2500imagesofwomenincontemporarywork
andlifesituations,andshowcaseswomen・sleadership(GettyImages,2014).Thislibrary
showswomeninalprofessionsfrom surgeonstopainters.Inaddition,fatherschanging
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nappies(Miler,2014).Therefore,italsoseekstoshowcasemensupportiveofassisting
womenintheircareersandimageswherefathersarespendingqualitytimewiththeir
daughters(Examiner,2014).GettyImages(2014)statesthatthiscolectionisanonlinelibrary
・devotedtothepowerfuldepictionofwomen,girlsandthepeoplewhosupportthem・.
Miler(2014)highlightsthatthecolectioncombatsthepresentubiquitousstandardof
internet stock images which showcase women as images of sex icons,shopaholics,
multitaskingandsmilingwhilepouringmilkintocerealbowlsatthebreakfasttable,or
simplyobsoleteonesofcheckingtheirpagers,ofwhichalarestilusedinmagazines,
advertisements,brochures,andetcetera.Miler(2014)quotesSherylSandberg:・Whenwesee
imagesofwomenandgirlsandmen,theyoftenfalintothestereotypesthatwe・retryingto
overcome,andyoucan・tbewhatyou can・tsee・.Therefore,theGetty ImagesLean In
Colectionaimstoportrayamoreaccurateperceptionofthemind,bodyandspiritofthe
contemporaryfemalefrom alagesandwalksoflife.
1.4.2 Socialmediaandpoliticization
InMacnamara・s(2012)article,referenceismadetothedemocraticdeficit,auniversal
concern by governments with the lack offormalpoliticalinterest by the younger
generation.Youth havetransitionedfrom receiving information from traditionalmedia
outletstowhatMacnamara(2012)referstoasDemocracy2.0.Thatis,to・participate
politicaly・,socialmediausers:・folow・,forexamplehashtag(#)issuesonTwitter;・like・
usingathumbs-upicononFacebook;commentonblogsand/orinteractwiththeirpeers
overthesemediums.Thisdiffersfrom traditionalpoliticalparticipation.Forinstance,being
membersofpoliticalparties,voting,andsubmittingformalletterstoministriesbasedon
reactionstotraditionalmediareports(Macnamara,2012).Moreover,fortheUnitedStates,
Duggan・s(2013)Pew Research reportentitled,・It・sa woman・s(socialmedia)world・,
highlightsAmericanwomenasthelargestusersofsocialmediaplatforms.
2.Methodology
2.1 Subjects
ThissmalpilotstudysoughttodeterminewhetherJapanesefemaleundergraduate
studentschangedtheirconceptoffeminism byaskingthem tocommentonasetoffive
imagestakenfrom bothstockimagesandsocialmediabeforeandaftertheirexposuretoa
studyabroadenvironment.Itutilizeddescriptiveresearchtoselectivelysampleresearch
subjectsbasedon・information-richcaseswhosestudy［of］wililuminatethequestions
understudy・(Patton,2002:230).Subjectsselectedforthisresearchwerecategorizedintoan
experimentalgroupcomprisedof22studentswhostudiedabroadforoneyearandsix
monthsinBoston,U.S.A.;andacontrolgroupof14studentswhostudiedonlyinTokyo.
TheexperimentalgroupwasenroledforthreeconsecutivesemestersattheShowaBoston
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Campusfrom 2013to2014.Meanwhile,thecontrolgroupwasenroledforthesameperiod
atShowaWomen・sUniversityinTokyo.Alstudentsarestudyingundergraduatedegreesat
theDepartmentofEnglishLanguageandCommunication.
2.2 Datacolectionprocedure
Researchersalocatedtimetoconductdatacolectionwiththeexperimentalandcontrol
groupsubjectswithin formaluniversity contexts,basedon departmentalapproval.The
researchersexplainedthedata-gatheringrequirementsandprovidedaconsentnotification
thatsubjectswouldbeaskedtocommentonasetoffiveimages.Oncegainingtheiragreement
toparticipateinthisresearch,theresearchersdistributedtheworksheets.Thedataanalysis
inthisstudyfocusedonthecriticaldiscourseanalysisofstockandsocialmediaimages
from theinternet(Wodak& Meyer,2009).Tocolectdata,thisstudyusedastructured
worksheetprotocol.Basedonthemainresearchquestion,categoriesofimagesandthemes
weredescribedaccordingtoemergingtrendsincombinationwiththeliteratureandtheoretical
frameworks.Exactly thesameworksheetwasdistributed to studentstwice.Thefirst
worksheetswerecompletedbyalstudentsinJuly,2013,Tokyo,andthesecondworksheets
onFebruary,2014inbothBostonfortheexperimentalgroupandTokyoforthecontrol
group.Table2showsthesubjectsandchronologicalcolectionofdatafrom theexperimental
andcontrolgroupsforData1andData2timeperiods.Thispaperonlyexaminesoneof
fiveimagesasshowninFigure1.
Duetocopyright,thisimageadaptedfrom the
AmericanApparelonlinewebsitebythefeminist
activistmovement,Miss Representation,cannotbe
published.Instead Figure1wil bedescribed as
folows;theadvertisementisforthesameunisex
shirt.However,MissRepresentationhighlights,by
placingthewayitisadvertisedontheAmerican
Apparelwebsiteformalesversesfemalesalongside
eachother,thecommodificationofsexism.Thatis,themalehashisarmsbyhissideand
hisshirtisfulybuttoneduptohisneckandalsopicturedwithasweaterontop.Whilethe
femaleisposingseductivelywiththeshirtundoneexposinghernakednessandisalso
pictured with herbarebottom showing.Thus,thedifferentialtreatmentoftheshirt
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Table2.Subjects,timeperiods:Data1& 2
Experimental(E)Group(N＝22) ControlGroup(C)(N＝14)
Data
colected
Data1
2013July
Data2
2014February
Data1
2013July
Data2
2014February
Tokyo Boston Tokyo Tokyo
Figure1.#NotBuyingItCampaign:
(MissRepresentation,2014)
AmericanApparel
WebsiteofSame
UnisexShirt:
MaleImages
#NotBuyingIt
verses
AmericanApparel
WebsiteofSame
UnisexShirt:
FemaleImages
advertisementformalesandfemalesby American ApparelledtoMissRepresentation
creatingthehashtagcampaign#NotBuyingItinordertostirupcondemnationofthesexist
commodificationofthefemalebodyonsocialmedia.
3.Findings
Subjects・commentsareclassifiedintofivecategoriesasinTable3.Thecommentsare
copiedverbatim andthespelingandgrammarmistakesremainasisinTables4to7.In
thesetables,thecodinginfrontofeachcommentreferstotheindividualsubjectnumber
andEstandsfortheexperimentalgroup,andC,thecontrolgroup.
3.1 ExperimentalGroup(E)comments
3.1.1 ExperimentalGroup-Data1
Table4.
a)Shirtadvertisement:4examplesfrom 11comments
E1.peopleselssomeclothontwodifferentpage.
E2.Ithinkthesetwophotosshowhowdifferentwearingsamecloth.
E4.fashionnetshopping
E7.evenifitisthesameclotheswecanwearitinourownway.
Researchercomment:11outof22commentswererecordedfora).Itseemsthatmanysubjectsfind
thetwoimagesvisualyinteresting.Astheabovecommentssuggest,thesameshirtcanlookdifferent
dependingonhowyouwearit.
b)Positive:8comments
E5.Ithinkthatwomen・sonlineshoppingpageisagay[guy]pagebutmen・sonlineshopping
pageisanunembelishedpage.
E11.Men・sonlineshoppingpageisgoodbutwomenissexyanddaring.
E17.Therightoneshowssexy.Theleftoneshowsafeelingofcleanriness.
E19.w[h]ethermenorwomen,itdoesn・tmatter.Wecanwearsameshirtsandbothlookgood.
E20.Rightoneismorecoolthanleftone,becausethemodelofrightoneisverysexyandcool.But
themodelofleftoneisn・tseeingfashionable,itlooksquietlydressed.Ithinkmodelisvery
important.Modelcanchangeimageoftheclothes.
E21.evenifthepersonwhomafigurehasgoodwearsanything.Ilookgood.[authors・interpretation:
apersonwithagoodfigurecanwearanythingandlooksgood]
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Table3.Commentcategorization:Themesa)－e)
Theme Categories
a)Shirtadvertisement Commentsdescribingtheimageasanadvertisement
b)Positive Commentsinterpretingtheimagesomewhatpositively
c)Positive/negative Commentswheresubjects・attitudesarenotveryclear
d)Genderinequality Commentsshowingcriticism orfeelingsunfavourabletothewomen・simage
e)#NotBuyingIt
campaign
CommentsmentioningMissRepresentation・shashtagcampaign#NotBuyingIt
undertheimages
E22.women・sonlineshoppingpageusegoodmodelsoitisgoodadvertisement.
Researchercomment:Theyseem tonoticehowthesameoutfitisstyled,apossiblereasonwhyeight
comments(morethanonethirdofthetotalcommendthewaythewomanisportrayedinthe
pictureincategoryb).Subjectsalsofindthefemalemodelattractive.Studentsuse・sexy・,・daring・,
・cool・or・good・,andcommendthewaythefemalemodelwearstheshirtwhiletheyuse・cleanliness・
(E17)and・notfashionable・and・quiet・(E20)forthemalemodel.Onemorecommentfolows,which
iscategorizedinthisgroup,andthoughpossiblyambiguousatfirst,sincethesubjectleftthesentence
inJapanese,ithelpstounderstandwhatsheactualymeans.Sothereareeightcommentsinb)al
together.
E6.Itshowsthatthedifferenceofhowtolooksmartbetweenmenandwomen.
男性より女性の方が着こなしが上手［Translation:Thiswomanisdressedmorefashionablythan
thisman.］
c)Positive/negative:0commentsmade
d)Genderinequality:3comments
E10.Ithinkthiswoman・sphotoisn・tabletorefertothewayIwearthisclothe.
E12.manwearbottomshoweverwomanwearanything!Ithinkwhyisit??Inthisworldhowdo
menthinkaboutwomen??Itisnotcomfortableforme.
E16.theyshowhowAmericanapparelmarketsselwomen・sclothessexiness.
Researchercomment:Comparedwiththeeightpositiveremarksinb),ind)therearethreecomments
whichshowfeelingsofunease.
e)#NotBuyingItcampaign:0commentsmade
3.1.2 ExperimentalGroup-Data2
Data2,colectedfivemonthsafterData1,aremorepositivelyinclined(seeb),folowing).
Table5.
a)Shirtadvertisement:5comments
E3.Thepictureisdifferentwomen・sfrom men・s.
E5.Unisexshirtsisgoodbecausewecanweardifferfashionstyle.
E15.Thisshirtisusedunisex.
E18.Theycanshowthedifferencewhenwomanandmenwearsameshirt.
E22.Ithoughttwopatternsselingclothing.
Researchercomment:Thefolowingcommentsinb)showsubjects・positivefeedbackandtheiruseof
・fashionable・,・good・,・effective・,・stylish・over・sexy・.Alsothereismoreexpressionoffeelings.
b)Positive:10comments
E4.IthinkthatIwanttobuyrightsidebecause,rightsidefashionsence[sic]isgood.
E6.A womeniswearingaT-shirtfashionably,howeveramanisn・t.
E8.Thetwoshirtsarethesame,butitisbetterwhatwomenwearthanwhatmenwear.
E13.Itshowsthatbothmenandwomencanbuythesameshirts.Andtherearemanywayswhich
youcanwere[wear]it.Itdependsontheperson!
E16.Thosetwoshirtslookdifferent.Inordertosel thingseffectively,weshouldchoosegood
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lookingpersonasmodel.
E17.Themanputsonitproperlybutthewomanputsonitmorefashionablethantheman.
E19.women・spagelooksmorefashionable.
E20.women・smodelshavemoreexpressionthanmen・smodel.
E21.Ipreferrightonebecauseitseemslikemorestylishtoexpresssomefeelings.
Researchercomment:Thereisonemorecommentforb)whichmayatfirstseem ambiguousoreven
toshow disgust,yetherJapanesecommenthelpstounderstandherreactionandsoitisincluded
inb).
E7.Theunisexproductlooksmoreattractivebyusingwomenmodel.Andbycomparingmanand
woman,wecanseewhichgenderrealyfitsthoseclothes.Comparingtwoproducts,notthe
shirtsbuttheproductismenandwomen.
モデルが良ければ，買う人も多い［Translation:Ifthemodelswerebetter,morepeoplewould
buy(theshirt)・.］
Researchercomment:Fouradditionalcommentsuse・sexy・,butitisnotclearwhethertheyareused
positivelyinc)asfolows:
c)Positive/negative:4comments
E1.womenwanttobesexy.
E2.Thedifferencebetweenwomenandmen・spage.Women・spageismoresexythanmen・s.
E11.woman・slooksmoresexythanman・s.
E14.thereisastildifferencebetweenwomenandmen.
d)Genderinequality:2comments
E9.Ithinkthisshirtslooksonhermorethat[than]aman.HoweverIdon・tknow whythe
womanissexy.
E10.Thisphotostrytoshowclothingmoreattractive.Butthepicturesshouldshowhowtowear
prettysotheseespecialywomen・sarenotappropriate.
Researchercomment:Thereisonecommentfore),(folowing)whichreferstothe#NotBuyingIt
hashtag,yetthesubjectseemstobecomeconfused,likelynotknowingwhatitmeans.
e)#NotBuyingItcampaign:1comment
E12.Icouldn・tunderstandwelaboutthisadvertisement.Thisisbecauseitiswritten・unisexshirts・
intop.Butitisalsowritten・#NotBuyingIt・inthebottom.
3.2 ControlGroup(C)comments
AsintheexperimentalgroupinData1,mostofthecommentsareofa),describingit
asanadvertisement.
3.2.1 ControlGroup-Data1
Table6.
a)Shirtadvertisement:4examplesfrom 9comments
C1.itshowstwopatternswearing.
C3.Ithinkthisissameclosebutwearingisdifferentinmenandwomen.
C7.itwasinventednewtypeofshirt.Bothofsexcanwearthisshirt.
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C10.thesetwopicturesshowusuful[sic]shirts
Researchercomment:Twostudentsfindtheimagepositive,buttheydidnotuse・sexy・,shownas
folows:
b)Positive:2comments
C2.thetwophotosshowthisshirtismadeforwomen.
C14.eachshirtsaresome[same]typebutdifferentwearingstyleandwhenIonlywatchwomen・s
onlyIfeelitiscuteandgooddesignforgirls.
c)Positive/negative:0commentsmade
d)Genderinequality:3comments
C4.InAmerica,whenthecompanywantstoseltheclothesespecialywomen,theyusesexygirl
orwomentoappealtheirgoods.
C11.Man・sphotoisgood.Ithinkso,butwoman・sphotoisnotgood.Shedidn・twearpantsor
skirts.
C12.MenandWomenwearthesameshirtbutitlooksdifferent.Women・sphotoisclearlytoshow
nude.Thepagemayshowthatwomencanwearthisshirtbutmenalsocanbeinterestedin
thisone.
e)#NotBuyingItcampaign:0commentsmade
3.2.2 ControlGroup-Data2
Ascanbeseen,thechangeincommentsfrom Data1toData2overthefivemonth
periodisnotdrastic.Mostofthecommentsareofa),lookingattheimageasaunisexshirt
advertisementwithoutadding any analysis;though thestudentsshow lessfeelingsof
discomfortasseenind).Noticethecommentsinb)useweakercriticism thanData1.
Table7.
a)Shirtadvertisement:3examplesfrom 8comments
C5.Ithinkthatthephotoshowsthattherearenotdifferencesofthefashionsence[sense]
betweenmen・sandwomens[sic]recently.
C10.bothmenandwomencanwearthischeckshirt
C14.TheysharingsameT-shirtsbutitlooksdiffer.
Researchercomment:Twocommentsareofthistypeb).Theword・better・and・unique・areused
ascanbeseeninthefolowing:
b)Positive:2comments
C1.Thephotoofamanssidecanbeusedinpublic,woman・ssidecan・t.butwomanssideis
unique,Ithink.
C13.Ithinkwomen・sonlineshoppingpageshowsthattheshirtsbetterthanmen・sonlineshopping
page.
c)Positive/negative:1comment
C7.Idon・twanttowearit.Because,Idon・twanttolikeaman.
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d)Genderinequality:1comment
C11.IthinkMen・sonlineshoppingpageisgood.ButWomen・sonlineshoppingpageistoosexy.
Researchercomment:SimilarlytotheentryintheexperimentalgroupinData2,thesesubjectsare
alsoconfusedaboutthe#NotBuyingIthashtagmeaning.
e)#NotBuyingItcampaign:2comments
C8.wedon・thavetobuymensclothes.
C12.bothoftwoisthesameshirtbutmenmustn・tbuyit.Moreover,Ithinkit・snotrighthow
towear.
4.Discussion
Inthispilotstudy,eventhoughthesamplesizesweresmal,twomainfindingshave
beenidentified.Firstly,thatinData1forbothgroups,theexperimental(Table8)andthe
control(Table9)commentedliteralyonFigure1(seep.56).However,aftertheexperimental
group(Table8,Data2)experiencedstudyabroad,theirliteralcommentsofcategorya)
decreased,whereasforthecontrolgroup(Table9,Data2)remainedthesame.
SinceFigure1representedtheimagesofanAmericanmaleandfemalefrom ashirt
advertisement,itisinterestingtonotethattheexperimentalgroupmadesignificantlymore
positivecommentsabouttheseimagesbeforeandduringstudyabroad,thanthecontrol
groupmade.Furthermore,theirlanguageofdescriptionchangedtoincludefashionable,
good,effective,andstylishratherthansexyafterexposuretostudyabroad.Although
furtherinvestigationandalargersamplesizearewarrantedbeforesignificantconclusions
canbemade;itcouldbesurmisedfrom thissmalpilotstudythattheexperimentalgroup
reflectsmoreuniversalnormsofmodernizationandcanbeplacedinthethirdwaveof
feminism priortoexposure(Table8,Data1b),aswelasduringtheirstudyabroad
experience(Table8,Data2b)(3semestersoftheirundergraduateprogram inBoston),than
thecontrolgroup(Table9,Data1& 2b).
Thesecondfindingisthatbothgroupsexhibitalackofknowledgeofthepoliticized
socialmediahashtagine)#NotBuyingItwithonlythreestudentsoutoftheentiresample
of36,(Experimental(n＝22)andControlGroup(n＝14)commentingonit.(Onefrom Table
8,Data2e)andtwofrom Table9,Data2e).Thisconcurswiththeliteraturereviewsince
politicization is more affiliated with the second wavers,who would not accept the
commodificationofsexinessandrevealingadvertisementsasbeingfashionable.Yetamong
thethirdwavers,thereislittleinterestinafeminism whichrejects,asdoesthesecond
wave,theembodimentofwomenaccordingtostandardswhichappealtomen.Despitethe
popularityofsocialmedia,imagesareoftenderivedfrom stockimageswhichareusedfor
advertising on theinternet;and thismethod merely reflectstraditionalmedia.Thus,
althoughtheaudienceoftraditionalmediaistransitioningtoasocialmediauser,thelatter
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remainstargetedwithimagesinadvertisingreflectiveoftraditionalmediaandwhichstil
reinforcespersistentgenderednorms.Theresearchersareconcernedaboutsuchindifference
byfemaleJapanesestudentstopoliticalactivismthoughitistypicalofthethirdwave
offeminismsinceitshowsthattheydonotrejectsuchgenderedcommodificationasin
Figure1.
4.1 Tabulatedfindingssummary
5.Conclusion
Despiteasmalsamplesizeandthenatureofthisresearchasapilotstudy,thispaper
haspresentedsomeprimarydatatoindicatethatthesefemaleJapaneseuniversitystudents
arein thethird waveoffeminism.Therefore,they arerelatively depoliticized when
comparedwiththesecondwave,notablyintermsofhow imagesinthemediaportray
women.Theliteraturereview highlightedhow studyabroadexperiencescanenablewomen
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Table8.
ExperimentalGroup(N＝22)
Category Entry Students・Data1 Entry Students・Data2
a)ShirtAdvertisement 11 E1,E2,E3,E4,E7,E8,
E9,E13,E14,E15,E18
Comments on visual
differences
5 E3,E5,E15,E18,E22
b)Positive 8 E5,E6,E11,E17,E19,
E20,E21,E22
The female is sexy,
daring,cool,good
Male:clean,quiet,
notfashionable
10 E4,E6,E7,E8,E13,
E16,E17,E19,E20,E21
No ・sexy・,butgood,
fashionable, effective,
moreexpression
c)Notclear 0 4 E1,E2,E11,E14
d)Genderinequality 3 E10,E12,E16 2 E9,E10
e)#NotBuyingItcampaign 0 1 E12
Table9.
ControlGroup(N＝14)
Category Entry Students・Data1 Entry Students・Data2
a)ShirtAdvertisement 9 C1,C3,C5～C10,C13 8 C2～C6,C9～C10,C14
b)Positive 2 C2,C14
Nouseof・sexy・,but
cute, good design,
shirt-madeforwomen
2 C1,C13
Female:better,unique
Male:public
c)Notclear 0 1 C7
d)Genderinequality 3 C4,C11,C12 1 C11
Female:toosexy
Male:good
e)#NotBuyingItcampaign 0 2 C8,C12
toescapethesocialyorculturalyconstructedconceptsofgenderthattheyhavegrownup
with.However,theexperimentalgroupcouldnotbesurmisedtoshow thiseffectrather
reflectinguniversalfeministideals.Thisgivesrisetodiscussionintheliteraturereviewthat
despitesomedeveloped Asian nationslagging regarding theeconomicparticipation of
women,WesternandEuropeannormsofmodernizationandindividualizationdosimilarly
prevailinJapan.ThiscanbeattributedtothefactthatasJapaneseinstitutionalpolicy
changed,highschoolstudentswereabletodedicatemoretimetoindividualizationand
especialyfrom acommercialaspect.ThisisfurtherhighlightedthroughouttheJapanese
femininefashiontrendperiods.Suchprogressionsaresynonymouswiththethirdwaveof
feminism whichprioritizesindividualandoutwarddemonstrationsoffemininepowerofwhich
femininitycanbebothsexyandfashionable.
Theconcernofthedepoliticizationoffeminism isoftenputforthbythesecondwavers
andacademicstonameafewasitispervasiveinmedia,andsinceitalsoservestoreinforce
commodification,irrespective ofboth traditionalor more contemporary socialmedia
mediums.Forexample,interpreting the#NotBuyingItcorrectly by thesubjectswould
indicatean interestin politicizing thecommodification offemales.Yet,thisismore
demonstrativeoftheanti-femininevaluesheldbythesecondwaveoffeminism,notthe
third.TheLeanInColectionaimstochangethecirculationofstockimagesontheinternet
whichdepictwomeninwaysthesecondwaverejects.Ontheotherhand,thethirdwaveis
apathetictothis,duetoamoreprevailingbeliefthatsexyandfashionableisaform of
individualization essentialtosubverting thehegemony by using thepowerofoutward
displaysofindividualizedfemininity.
Whilethefindingsofthissmalpilotstudydidnothaveasignificantsampletosupport
aclearresearchconclusion;thispaperhaspresentedsomeanalysisofprimarydatathat
warrantsfurtherinvestigation.In particular,theresearcherswish topursuewhy the
experimentalgroupofJapanesefemaleundergraduatestudentsshowagreaterlikelihoodof
positioningintheuniversalnormsofthethirdwaveoffeminism thanthecontrolgroup.It
isthereforearguedthatwhiletheLeanInColectionofstockimagesand#NotBuyingIt
campaignattemptstopoliticizethethirdwavers,thethirdwaversaredepoliticized,despite
beingsocialmediausers,whoarenotdifferentiatedfrom audiencesastraditionalmedia
receivers.Hence,despitetheissueofthecommodificationoffemalesasbeingaspervasivein
thesecondasitisthethirdwave;thefeministsofthelatterbelievethattheyareincharge
ofthiscommodificationbyusingtheirfemininityassexy,fashionable,andpowerful.This
papersuggeststhatfemalestudentsinJapanaresimilarlyinlinewithuniversaltrendsof
modernizationandindividualizationthatseeknottobepoliticalyengagedforthepursuit
offeminism.Thisisaconcernrelevanttothesecondwaversandtotheresearchersofthis
paper,butnottothethirdwavefeminists.
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